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Repurchase intention is vitals in airline industry. A highly intense market demanded 
airline’s operators to remain competitive by maintaining customer satisfaction.  This 
is because satisfied passengers have a higher propensity to repurchase the same brand.  
Based on the literature, brand image and in-flight service quality could affect 
passengers’ satisfaction and subsequently repurchase intention.  Therefore, this study 
attempts to examine the relationship between brand image, in-flight service quality 
and repurchase intention.  Besides, this study also examines the mediating effect of 
passengers’ satisfaction on the relationship between brand image, in-flight service 
quality and repurchase intention.  For the purpose of the study, quantitative research 
method through survey questionnaire was employed to examine the proposed 
relationship. A total of 800 questionnaires were distributed in the Kuala Lumpur 
International Airport, Kuala Lumpur International Airport 2, and Penang International 
Airport. A total of 299 responses were received, representing a 37.38% response rate. 
The data was analysed using SmartPLS 3.0 and reveal that all the hypotheses were 
supported. The findings reveal that brand image and in-flight service quality positively 
influence repurchase intention. The findings further reveal that passengers’ 
satisfaction positively influences repurchase intention. The findings also shown that 
there is a significant mediating effect of passengers’ satisfaction on the relationship 
between brand image and in-flight service quality and repurchase intention. 
Limitations and recommendations for future study are also provided. 
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Niat pembelian semula adalah penting di dalam industri penerbangan. Pasaran yang 
sangat genting menuntut pengendali syarikat penerbangan untuk terus berdaya saing 
dengan mengekalkan kepuasan pelanggan. Ini adalah kerana penumpang yang berpuas 
hati mempunyai kecenderungan yang lebih tinggi untuk membeli semula jenama yang 
sama. Berdasarkan kajian literatur, imej jenama dan kualiti perkhidmatan dalam 
penerbangan boleh mempengaruhi kepuasan para penumpang dan seterusnya niat 
pembelian semula. Oleh itu, kajian ini cuba untuk mengkaji hubungan antara imej 
jenama, kualiti perkhidmatan dalam penerbangan dan niat pembelian semula. Selain 
itu, kajian ini juga mengkaji kesan mediasi kepuasan penumpang terhadap hubungan 
antara imej jenama, kualiti perkhidmatan penerbangan dan niat pembelian semula. 
Untuk tujuan kajian ini, kaedah penyelidikan kuantitatif melalui tinjauan soal selidik 
digunakan untuk mengkaji hubungan yang dicadangkan. Sebanyak 800 soal selidik 
telah diedarkan di Lapangan Terbang Antarabangsa Kuala Lumpur, Lapangan 
Terbang Antarabangsa Kuala Lumpur 2, dan Lapangan Terbang Antarabangsa Pulau 
Pinang. Sebanyak 299 jawapan soal selidik telah diterima menjadikan kadar maklum 
balas sebanyak 37.38%. Data kajian dianalisis menggunakan SmartPLS 3.0 dan 
analisis menunjukkan dapatan yang menyokong semua hipotesis. Hasil kajian 
mendedahkan bahawa imej jenama dan kualiti perkhidmatan penerbangan 
memberikan pengaruh positif terhadap niat pembelian semula. Hasil kajian juga 
mendapati bahawa kepuasan para penumpang memberikan pengaruh yang positif 
terhadap niat pembelian semula. Hasil kajian turut menunjukkan bahawa kepuasan 
penumpang bertindak sebagai pengantara bagi hubungan antara imej jenama, kualiti 
perkhidmatan penerbangan dan niat pembelian semula. Beberapa batasan dan 
cadangan untuk kajian masa hadapan turut dibincangkan. 
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CHAPTER ONE  
INTRODUCTION 
 
1.1 Background of Study 
Customer behaviour plays an important role for any organization’s success, especially 
in the service industry. Thus, without understanding customer behaviour effectively, 
it will not be possible for any organization to succeed (Abdullateef, Mokhtar, & Yusoff, 
2011). In the marketing literature, to understand and predict customer behaviour well, 
it would be best to study their intentions (Ajzen & Fishbein, 1980). Hence, customers’ 
behavioural intention is proposed as a fundamental concept that has a significant 
relationship with their actual buying behaviour (Ibrahim & Najjar, 2008; Rahbar & 
Wahid, 2011). Francis et al. (2004) agree that a company with superior marketing 
strategy can help to draw customers’ attention and develop an optimistic attitude 
towards the company’s brand. A favourable behavioural intention of the customer 
means that a company or service provider has taken the first step towards success. 
Moreover, the customer will become their loyal customer, who will be likely to spend 
more at a premium price with the company, be willing to give a good evaluation and 
recommend that company to his or her family and friends as well as relatives (Erkan 
& Evans, 2016; Zeithaml, Berry, & Parasuraman, 1996). 
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